This study comprehensively investigates the influence of salesperson attributes (customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment) on customer' performances (service quality, service value, satisfaction, and loyalty). We use a survey of 160 salespersons working at department stores for the salesperson variables, and 160 of their customers, for the customer variables. We integrate their responses in one-to-one matches. To test our hypotheses proposed on the premise that salespersons influence customers, we use four-stage multiple regression models on the 152 responses. We exclude eight responses owing to missing values. Salesperson attributes explain 23% of the variance in service quality, 33% of the variance in service value, 39% of the variance in customer satisfaction, and 25% of the variance in customer loyalty. Customer orientation and job satisfaction positively influence service quality. Customer orientation and job satisfaction positively influence service value. Customer orientation and role obviousness positively influence customer satisfaction. Customer orientation and organizational commitment positively influence customer loyalty. We confirm that salespersons influence customers, not fully, but partially, to the substantial extent. We explicate some rationales for the intriguing non-significant results and suggest further research directions.
INTRODUCTION
During the last several decades, the marketing paradigm has shifted from the manufacturer's market to the customer's market. In a competitive environment, the company should have core capabilities that maintain its competitive advantages, to ultimately ensure its survival and revenue. The core capabilities are market orientation (Day, 1994; Jaworski and Kohli, 1993; Kirca et al., 2005; Kohli et al.,1993; Matsuno et al., 2002; Narver and Slater, 1990) , innovativeness (Hult and Ketchen, 2001; Im and Workman, 2004) , organizational information-sharing (Kennedy et al., 2003) , personal selling and employee motivation (Kirca et al., 2005; Ruekert, 1992; Siguaw et al., 1994) , perceived quality of the product or service (Brady and Cronin, 2001; Kohli, 1993, 1996) , relationship trust or commitment between buyers and sellers (Dwyer et al., 1987; Morgan and Hunt, 1994) , customer loyalty Kohli, 1993, 1996; Slater and Narver, 1994b) , customer satisfaction Kohli, 1993, 1996; Slater and Narver, 1994b) , and high technology (Im and Workman, 2004) . In today's fastchanging business environment, retailers lose differentiation from their competitors due to possessing similar product assortments, similar price promotions, and similar store layouts. In this context, researchers have increasingly addressed the importance of the salesperson. In general, a flexible, autonomous, and creative salesperson is more desirable than an inflexible, heteronomous, and passive one is. Such a salesperson is one of the most important business assets and competitive advantages. Above all, a salesperson's quick response to a customer's request is one of the core components of any company's success. Therefore, the factors pertaining to the salesperson are quite important topics of investigation. The performance of the salesperson relates strongly to the company's performance and sales.
In business, high performance requires effectiveness and efficiency. Recently, researchers have been increasingly focused on performance (Han et al., 1998; Im and Workman, 2004; Kirca et al., 2005; Noble et al., 2002) . According to Palmatier et al. (2006) , performance in relationship marketing consists of buyer-focused performance, seller-focused performance, and dyadfocused performance. Buyer-focused performance comprises loyalty, the expectation of continuity, and the word-of-mouth effect. Seller-focused performance consists of sales, revenue, and market share. Dyadfocused performance is cooperation (Morgan and Hunt, 1994) . According to Kirca et al.(2005) , an organization's performance consists of revenue, sales, market share, and customers' overall perception of it. In addition, costbased and revenue-based performance (Harris, 2001) , objective measurement and subjective measurement (Harris, 2001) , and single-and multiple-item in performance ) deal with a company's performance.
The company's market orientation and organizational culture can influence the salesperson. The salesperson is important because they implement selling roles, represent the company as a contact point, contact the customer directly, influence the customer's final purchasing decision, and generate actual sales. Even though a company's other core capabilities are excellent and competitively advantageous, actual sales will not occur without a skillful salesperson. Research topics relevant to this issue are the salesperson's index of customer orientation, the correlation between the salesperson and the company's performance, the salesperson's cognitive and emotional sympathy with the customer, and the salesperson's emotional intelligence and customer-oriented activities, the salesperson's characteristics, salesperson's motivations and incentives, the salesperson's emotional control, and individual difference of performance.
Though the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment are decidedly important factors to influence the customer and the company's performance, research into this issue has been lacking, to date. Thus, some research topics remain, such as how the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment influence the variables relevant to the customer. Cronin et al. (2000) examined very important variables relevant to the customer, such as service quality, service value, satisfaction, and loyalty. Thus, this research aims to comprehensively investigate how the salesperson variables (that is, the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment) influence customer variables (that is, service quality, service value, satisfaction, and loyalty). We developed the framework of this research mainly from Siguaw et al. (1994) and Cronin et al.(2000) . Hence, the relationships between salesperson variables do not fall within the scope of this research, nor do the relationships between customer variables. We extend the extant knowledge to which salesperson attributes influence customer performances. As a result, some of salesperson attributes influence customer performances, but some of salesperson attributes do not. Also, we show how much salesperson attributes explain the variance of customer performances. Our results can give more delicate implications than the extant knowledge to the academics and the practitioners. Our contributions are able to make business strategy more efficient and more effective.
THEORETICAL BACKGROUND AND RESEARCH HYPOTHESES
A salesperson's customer orientation is defined as the extent to which the salesperson knows and responds to the customer's needs or wants Kirca et al., 2005) . The organizational culture creates the necessary activities that effectively and efficiently provide superior values for the customer. The salesperson believes that customer interest is the first priority and the interactions with the customer are critically important in the selling process. A customeroriented salesperson focuses on the customer's needs or wants, has knowledge of the customer, and tries ultimately to build a long-term relationship with the customer (Narver and Slater, 1990; Siguaw et al., 1994) . Such customer orientation makes the salesperson proud of their work, and it ultimately increases their job satisfaction and organizational commitment Siguaw et al., 1994) . Selling behavior includes the salesperson's interactions with the customer. A highly customer-oriented salesperson, tries to capture and meet the customer's needs or wants. Customers rarely have conflicts with, or complaints about a person who has this attitude. A sales-oriented salesperson focuses on the sales and on short-term performance. A customer-oriented salesperson focuses on the customer's interests and builds an intimate relationship with the customer. Ultimately, such a salesperson takes pride in their efforts, feels happy in their works, feels an attachment to their company, and identifies with their organization. The salesperson who thinks selling is merely an income-generating activity focuses on the sales, does not care about the customer's interests, and encourages the customer to purchase unnecessary products/services. What is worse, sometimes the salesoriented salesperson employs deceit, concealing the deficits and drawbacks of the product/service. In this situation, the customer feels disagreeable and uncomfortable and likely expresses these emotions to the salesperson. Owing to the customer's reactions, the salesperson feels skeptical about their works and believes that they are humble, miserable, and unhappy. Compared with this salesperson, a customer-oriented salesperson always tries to know what the customer wants or needs, to pay attention to customers' reactions, and to listen to customers. This salesperson knows that the customers are happy to possess what they really want or need. In this situation, the salesperson feels pride and satisfaction, as well as an attachment and loyalty to the company for providing a pleasant work environment. A salesperson's customer orientation increases the salesperson's job satisfaction and organizational commitment.
Role obviousness is the extent to which a salesperson perceives their role obviously. Role obviousness and role ambiguity are the absolutely opposite sides of the coin (Kirca et al., 2005; Siguaw et al., 1994 (Siguaw et al.,1994) . Role obviousness can transfer from a supervisor to a salesperson and can increase through the supervisor's manner of educating, training, directing, superintending, advising, and reproaching the salesperson. Thus, the salesperson develops selfconfidence regarding their work and performs outstandingly, as compared to others who only ambiguously know their role. Moreover, a salesperson who knows their role obviously can implement it effectively and efficiently. Such a salesperson has a high likelihood of receiving praise, recognition, and acknowledgment from their supervisor. When a salesperson earns such accolades repeatedly, the salesperson will receive promotion, higher salary and/or bonuses. Such a salesperson thinks their work environment is pleasant, takes pride in their accomplishments, and displays a happier countenance. Therefore, role obviousness increases the salesperson's job satisfaction and organizational commitment (Siguaw et al., 1994) .
Role conflict is defined as the extent to which a salesperson feels uncomfortable, nervous, inconvenienced, and agonized in the workplace (Kirca et al., 2005; Siguaw et al., 1994) . Role conflict occurs when the salesperson works in such a condition of long-time standing, extremes of temperature, a physically uncomfortable worksite, difficult tasks, having a different aptitude for their job, receiving insufficient compensation for their achievement, uncomfortable relationship with colleagues or supervisor, receiving frequent rebukes from their supervisor, and feeling psychological depression. In the condition of role conflict, the salesperson cannot Kang 9361 implement their role effectively and efficiently and their overall dissatisfaction increases. All this can lead to dislike of the company that provides such a workplace environment. In general, when people are in an uncomfortable, painful, or distressed condition, they cannot function to the best of their ability. As a result, they will be at high risk for subpar performance, resulting in low compensation and frequent rebukes from their supervisor. Such a salesperson cannot help being depressed and feeling still worse role conflict. Thus, the salesperson's role conflict decreases their job satisfaction and organizational commitment (Siguaw et al., 1994) . A salesperson's job satisfaction is defined as the extent to which the salesperson is satisfied with their job or selling activities (Kirca et al., 2005; Siguaw et al., 1994) . A salesperson's organizational commitment is defined as the extent to which the salesperson has involvement with, exerts effort for, identifies with, and feels loyalty for the organization (Siguaw et al., 1994) . With higher job satisfaction, the salesperson wants to be involved in the organization, to make constant efforts, and to be loyal to the organization. In the opposite situation, an unsatisfied salesperson does not want to be involved in the organization, to make minimal efforts, and to have little loyalty to the organization. Satisfaction is one of the most important drivers of commitment (Morgan and Hunt, 1994) . Job satisfaction increases organizational commitment (Siguaw et al., 1994) . Job satisfaction makes the salesperson feel proud of their job, find their work pleasant, and finally feel an attachment or loyalty to their company.
Job satisfaction and organizational commitment lead to service quality, ultimately, to the company's improved performance (Hartline and Ferrell, 1996) . A satisfied and committed person is pleasant, amiable, affable, favorable, ultimately, kind to the customer during the purchasing process. Such a salesperson loves the activity of selling. Thus, service quality which the salesperson provides to the customer will enhance. In general, individuals who are satisfied with their work tend to be more agreeable, comfortable, and relaxed. Furthermore, through commitment to their organization, the salesperson will strive to give their best efforts with increasing their intention to contribute to their company. To sell more products or services, the salesperson must be amiable, affable, favorable, and kind to the customer during the purchasing process and must listen to the customer's needs or wants. For this reason, if the salesperson's job satisfaction increases, service quality which the salesperson provides to the customer will enhance, ultimately, service quality which the customer perceives will enhance. By the same logic, if the salesperson's organizational commitment increases, service quality which the salesperson provides to the customer will enhance, ultimately, service quality which the customer perceives will enhance.
If service quality which the customer perceived enhances, the customer' service value, satisfaction, and loyalty will increase (Cronin et al., 2000) . Service value is defined as a customer's total benefit minus total cost to purchase product/service (Cronin et al., 2000) . The customer's total benefit includes their psychological satisfaction, utility, usage, joy, pleasure, and the other's envy. The customer's total cost includes psychological cost, monetary cost, time, effort, and opportunity cost. In a sense, service value is a subjective concept. Satisfaction with products or services is defined as the extent of the customer's positive, overall evaluation of the products or services purchased. Loyalty is defined as the extent to which the customer has emotional identification with behavioral intention, products/services, and brand (Cronin et al., 2000) . According to Cronin et al. (2000) , the higher the service quality a customer perceives, the higher the customer's perception of service value. The higher the service value a customer perceives, the higher the customer's perceived satisfaction. The higher the customer's perceived satisfaction, the higher the customer's loyalty.
Retaining current customers and lowering customer attrition rates are the critical factors producing the service provider's profit (Cronin et al., 2000) . With high loyalty, customers speak positively about the salesperson or store, recommend the store to their friends and/or family, purchase more than necessary, and repurchase or repeatedly purchase products or services from the same store, ultimately show their loyalty to the store. Thus, customer loyalty increases repurchasing, decreases complaints and/or negative word of mouth, ultimately increases the company's performance ). Customer loyalty ensures higher pricing, market share, and profit for a company (Fornell, 1992; Slater and Narver, 1994a, b) .
To our best knowledge, there has been no research that comprehensively investigated the influence of salesperson attributes on customer performances like this study. We adopted customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment as salesperson attributes from Siguaw et al. (1994) . Also, we adopted the customer's service quality, service value, satisfaction, and loyalty as customer performances from Cronin et al. (2000) . On the basis of the extant literature and the earlier discussion, we hypothesizes four models, which comprehensively investigate the influence of the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment on the customer's service quality (Model 1), service value (Model 2), satisfaction (Model 3), and loyalty (Model 4). The premise for this research is that the salesperson influences the customer as a direct contact point. We hypothesize formally as follows: 
METHODS

Data collection
The context of this study is the tenants of department stores in Korea, as being the most appropriate type of marketing channel for investigating the hypotheses in this research. In our survey, 160 salespeople working in such department stores completed questionnaires examining their customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment. We selected these 160 salespeople as follows. First, we allocated random numbers to 96 department stores, main or branch stores of the top three department store brands in Korea. The market share of top three department store brands in Korea amounted to approximately 75% in 2010, based on sales. Second, we randomly selected one of the 96 department stores. Third, we randomly selected 160 tenant stores out of 350 tenant stores of that department store. Fourth, five well-trained interviewers visited each of the 160 tenant stores, explained a brief outline of this research to the store salespeople, and gave them each a small gift (a ten-dollar gift certificate for a book). All 160 salespeople completed questionnaires. Then, 160 customers were randomly selected from the customers who had been served by each salesperson, completed questionnaires examining service quality, service value, satisfaction, and loyalty. We integrated the two groups of responses from the salespeople and the customers via one-to-one matching. Because eight out of the 160 integrated questionnaires contained missing values, and we excluded them from the final analysis. Thus, 152 questionnaires were used in the final analysis.
Measurement
To test the hypotheses in this study, we needed psychometric data. We adapted the measurement items of each construct from the prior research and modified them for this research context. The appendix includes the complete measurement items. The six items for customer orientation were adapted from Saxe and Weitz (1982) . The five items for role obviousness were adapted from Rizzo, House, and Lirtzman (1970) . The four items for role conflict were adapted from Rizzo et al. (1970) . The seven items for job satisfaction were adapted from Smith et al. (1969) . The five items for organizational commitment were adapted from Porter et al. (1974) . The three items for service quality were adapted from Cronin et al. (2000) . The three items for service value were adapted from Cronin et al. (2000) . The three items for customer satisfaction were adapted from Cronin et al. (2000) . Finally, the three items for customer loyalty were adapted from Cronin et al. (2000) .
RESULTS AND DISCUSSION
Characteristics of sample
Salesperson characteristics
The work period categories for the salesperson consisted of "longer than two years (59.2%)", "one to two years (20.4%)", "six months to one year (13.2%)", and "shorter than six months (7.2%)". Judging from this result, they were qualified to answer the questionnaires for this research. The product types of the respondents' stores consisted of apparels (30.9%), foods and beverages (22.4%), cosmetics (11.2%), health care goods (11.2%), miscellaneous goods (7.2%), accessories (5.3%), household goods (3.9%), jewelry (3.3%), coffees (2.6%), and bags (2.0%). The number of working salespeople in a store were categorized as three (27%), four (19.1%), five (15.1%), and six or more (38.8%). The average sales categories (dollars per month) of a store were "less than $100,000 (52.0%)", "$100,000 to $500,000 (38.8%)", and "more than $500,000 (9.2%)". Finally, the categories for number of shopping customers per day comprised "less than 100 (68.4%)", "100 to 500 (18.4%)", and "more than 500 (5.3%)".
Customer characteristics
Customers consisted of males (25.9%) and females (74.1%). Their age categories consisted of 20s (12.1%), 30s (55.1%), 40s (25.2%), and 50s or older (7.6%). Their occupational categories were housewife (56.2%), salaried worker (37.3%), and student (6.5%).
Results of confirmatory factor analysis
Prior to running confirmatory factor analysis (CFA), we examined Cronbach's α for each construct using statistical package for the social sciences (SPSS) 18.0 to purify the measurement items. The generally recommended threshold level is Cronbach's α > 0.7 (Nunnally, 1978) . During the reliability check, we deleted the third role obviousness item, the first role conflict item, and the sixth job satisfaction item due to low item-to-total correlations. Table 1 shows every Cronbach's α for each construct, and all the values exceed 0.7.
Measurement items in this research were adapted from prior research. Furthermore, we had five academics and Kang 9363 five practitioners examine the measurement items for any possible problems concerning the measurement items. They did not report any problems. Thus, the measurement items in this research had verified content validity.
For the next procedure, we ran CFAs separately for each of the salesperson and customer variables, using linear structural relations (LISREL) 8.70 to examine convergent validity and discriminant validity. Tables 2 and 3 include these results. First, the CFA results for salesperson variables were acceptable: Chi-square = 439.81 (p = 0.00, d.f. = 242), RMR = 0.07, GFI = 0.81, CFI = 0.88, and IFI = 0.89. All factor loadings were significant at the level of p < 0.01. All composite reliabilities were over 0.7. All average variance extracted (AVEs) were over 0.5, except that of job satisfaction. Job satisfaction's AVE was 0.46, which was not a serious problem. To check for discriminant validity, we restricted 10 pairs of variables to unity. The constraint models had significantly higher Chi-square values than the non-constraint models had (∆Chi-square > 3.84). This result shows that none of the pairs were identical. Thus, the measurement items had verified discriminant validity. During the validity check, there was no deleted item. Second, the CFA results for customer variables were acceptable: Chi-square = 82.92 (p = 0.00, d.f. = 48), RMR = 0.04, GFI = 0.92, CFI = 0.97, IFI = 0.97. All factor loadings were significant at the p < 0.01 level. All composite reliabilities were over 0.7 and all average variance extracted (AVEs) were over 0.5. To check for discriminant validity, we restricted six pairs of variables to unity. The constraint models had significantly higher Chisquare values than the non-constraint models did (∆Chi-square > 3.84). This result shows that none of the six pairs were identical. Thus, the measurement items had verified discriminant validity. During the validity check, there was no deleted item.
Judging from the CFA afore-mentioned results, the measurement items in this research have enough reliability and validity. Table 4 provides details, showing variables, correlations, means, and standard deviations.
As all measurement items had verified reliability and validity, we calculated every index for each construct, to test the hypotheses. We ran four-stage multiple regression models using SPSS 18.0. Table 5 shows the results of Models 1 to 4. Model 1 investigated how the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment influenced service quality. The highest value of all variance inflation factor (VIFs) in the four models was 2.24. Thus, multicollinearity was not a problem in this study.
Model 1 was statistically significant: R 2 = 0.23, F = 8.57 (p = 0.00). Customer orientation had a positive influence on service quality (B = 0.29, t = 2.82, p = 0.01). H 1a was supported. Job satisfaction had a positive influence on service quality (B = .17, t = 2.35, p = .02). H 1d was supported. Contrary to our expectations, role Model 2 investigated how the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment influenced service value. Model 2 was statistically significant: R 2 = 0.33, F = 14.23 (p = 0.00). Customer orientation had a positive influence on service value (B = 0.46, t = 4.27, p = 0.00). H 2a was supported. Job satisfaction had a positive influence on service value (B = 0.17, t = 2.28, p = 0.02). H 2d was supported. Contrary to our expectations, role obviousness, role conflict, and organizational commitment had no significant influence on service value. H 2b , H 2c , and H 2e were not supported.
Model 3 investigated how the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment influenced customer satisfaction. Model 3 was statistically significant: R 2 = 0.39, F = 18.31 (p = 0.00). Customer orientation had a positive influence on customer satisfaction (B = 0.35, t = 3.30, p = 0.00). H 3a was supported. Role obviousness had a positive influence on customer satisfaction (B = 0.215, t = 2.301, p = 0.023). H 3b was supported. Contrary to our expectations, role conflict, job satisfaction, and organizational commitment had no significant influence on customer satisfaction. H 3c , H 3d , and H 3e were not supported.
Model 4 investigated how the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment influenced customer loyalty. Model 4 was statistically significant: R 2 = 0.25, F = 9.71 (p = 0.00). Customer orientation had a positive influence on customer loyalty (B = 0.288, t = 2.503, p = 0.013). H 4a was supported. Organizational commitment had a positive influence on customer loyalty (B = 0.217, t = 2.459, p = 0.015). H 4e was supported. Contrary to our expectations, role obviousness, role conflict, and job satisfaction had no significant influence on customer loyalty. H 4b , H 4c , and H 4d were not supported.
To check the potential effects of common method bias, we followed the criteria recommended by Podsakoff et al. (2003) . The highest correlation value in this study was 0.74. This shows that the use of two data source in this study (from the salespeople and the customers) did not have a high probability of biasing the results in this study. Thus, common method bias did not appear to be a problem in this study. In addition, to check for nonresponse bias, we split the 152 questionnaires into two groups based on the questionnaires' order of completion. Our t-test on the two groups' demographic characteristics, revealed no significant difference between the two groups (p > 0.1). Therefore, non-response bias was not a problem in this study.
Conclusion
This research investigates the influence of salesperson attributes (customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment) on customer performance (service quality, service value, satisfaction, and loyalty). Our results show salesperson attributes explain 23% of the variance in service quality, 33% of the variance in service value, 39% of the variance in customer satisfaction, and 25% of the variance in customer loyalty. The salesperson's attributes substantially explain customer satisfaction, service value, loyalty, and service quality, in consecutive order. In the details, we demonstrate that customer orientation and job satisfaction have significant, positive influences on service quality. However, role obviousness, role conflict, and organizational commitment have no influence on service quality. Furthermore, we demonstrate that customer orientation and job satisfaction positively influence service value. However, role obviousness, role conflict, and organizational commitment have no influence on service value. In addition, we demonstrate that customer orientation and role obviousness positively influence customer satisfaction, whereas role conflict, job satisfaction, and organizational commitment have no influence on customer satisfaction. Finally, we demonstrate that customer orientation and organizational commitment positively influence customer loyalty. However, role obviousness, role conflict, and job satisfaction have no influence on customer loyalty. In summary, the salesperson can only partially influence the customer, not fully. In a real store or market, the salesperson influences the customer in various ways: greetings, kind attitudes, interests, intention to help with purchases, explanations, presentations, displays, comparisons, offerings, persuasions, convictions, and the closing purchase process. The basic premise of this research is that the salesperson influences the customer as the final contact point. If this assumption is correct, the salesperson's customer orientation, role obviousness, role conflict, job satisfaction, and organizational commitment should influence all of the customer's service quality, service value, satisfaction, and loyalty. Surprisingly, the mixed results violated our expectations. Out of five salesperson attributes, only customer orientation influences all four customer performances.
In Model 1, though customer orientation and job satisfaction positively influence service quality, the salesperson's role obviousness, role conflict, and organizational commitment have no influence. The salesperson, having obvious knowledge of their role, can provide good service, and the customer will perceive the enhanced service quality. The salesperson feeling appreciable role conflict cannot provide good service, and the customer will perceive the decreased service quality. In addition, the salesperson committed to the organization can provide good service, and the customer will perceive the enhanced service quality.
In Model 2, though customer orientation and job satisfaction positively influence service value, the salesperson's role obviousness, role conflict, and organizational commitment have no influence. The salesperson, knowing their role obviously, can provide good service, and the customer will perceive the enhanced service value. The salesperson feeling role conflict cannot provide good service, and the customer will perceive the decreased service value. In addition, the salesperson committed to the organization can provide good service, and the customer will perceive enhanced service value.
In Model 3, though customer orientation and role obviousness positively influence customer satisfaction, the salesperson's role conflict, job satisfaction, and organizational commitment have no influence. If the salesperson feels role conflict, they cannot implement their role effectively and efficiently and are unlikely to provide good service. The customer will be unsatisfied with the service such a salesperson provides. If the salesperson is satisfied with their job or committed to their organization, they can provide good service. The salesperson's job satisfaction and organizational commitment should lead to customer satisfaction. However, the result of this model denied that path.
In Model 4, customer orientation and organizational commitment positively influence customer loyalty. Role obviousness, role conflict, and job satisfaction do not influence customer loyalty. The salesperson's role obviousness and job satisfaction should lead to customer loyalty. Moreover, the salesperson's role conflict should decrease customer loyalty, as we expected. However, the result of this model was unexpected.
We approach some possible rationales with caution. First, we propose that the bounded rationality (Williamson, 1975 (Williamson, , 1985 in transaction cost theory causes some noise in these mixed results. The customer might perceive salesperson attributes to be lower than they really are due to bounded rationality. In addition, people tend toward under-estimation in evaluations of others. That is, the customer might not fully recognize the salesperson's efforts. Another possible rationale is that to know is one thing, but to practice it is quite another. Though the salesperson knows their role obviously, practicing what they know is another problem. On the other hand, other variables that this study did not consider could prevent the effects of the non-significant drivers. For example, if the salesperson feels role conflict, they cannot implement their role effectively and efficiently. In spite of role conflict, the salesperson might provide good service. This could occur because, although role conflict was in their mind, other exogenous variables such as the supervisor's monitoring, pressure to accomplish goals, or a wish to receive incentives might prevent role conflict from manifesting. Another rationale is that good things for the company are not always good for the customer. In essence, the organization's benefit and the customer' benefit may oppose each other. Sometimes, they are in a trade-off relationship or zerosum game. Thus, the salesperson's organizational commitment might not influence service quality. Alternatively, the variation of job satisfaction might not be enough to explain the variation in customer satisfaction. In yet another rationale, the salesperson's characteristics might moderate the effects of job satisfaction.
To the unexpected results of this research, we provided the possible rationales herein with caution. According to the basic assumption of this research that the salesperson influences the customer, all the hypotheses should have been supported. Nevertheless, approximately half of the hypotheses are unsupported. This shows the necessity of finding new theories and variables, to explain these odd phenomena. Unfortunately, at this time, the correct rationale for the odd results in this research is uncertain. Further research is needed. Only customer orientation influences all four customer performances. Customer orientation is the most important and strongest driver for influencing the customer and ensuring service quality, service value, customer satisfaction, and loyalty. Managers who want their businesses to succeed should make customer orientation their first priority. Then, customer orientation will automatically guide them to business success by improving customer performances. The salesperson's role obviousness is a strong driver of customer satisfaction.
The salesperson's job satisfaction is a strong driver of service quality and service value. The salesperson's organizational commitment is a strong driver of customer loyalty. To our disappointment, the salesperson's role conflict does not drive customer performance at all. We posit that the salesperson's role conflict precedes the other four attributes. Namely, the salesperson's role conflict resides outside of a boundary containing the other four attributes. To maintain their work position, the salesperson must conceal their role conflict in the selling process.
THEORETICAL CONTRIBUTIONS AND MANAGERIAL IMPLICATIONS
With this study, we contribute to the knowledge of extant literature on the relationship between the salesperson and the customer. To the best of our knowledge, this is the first study to comprehensively investigate the influence of salesperson attributes on customer performance. In a real store or market, the salesperson contacts the customer and sells products or services. For this reason, academics and practitioners have intuitively considered that the salesperson fully influences the customer. This study's results demonstrate that the salesperson only partially influences the customer. Nevertheless, we should not ignore the influence of the salesperson. We also should avoid having exaggerated expectations of the salesperson's efficacy. This study demonstrates what salesperson attributes can and cannot influence each specific customer performance. In this way, this research contributes to the knowledge regarding the salesperson-customer linkage. In addition, these results could help managers to allocate their resources. To increase specific customer performance, where to allocate their resources most effectively and efficiently, managers can refer to our results. In this study, we provide tentative rationales for the non-significant relationships. Such tentative rationales could boost the search for relevant variables or theories.
LIMITATIONS AND FURTHER RESEARCH DIRECTIONS
This is a cross-sectional study. Thus, these results may be specific phenomena of a point in time, an industry, and/or a country. To generalize the results of this study, a quantity of further research is necessary. This study does not include all the variables affecting the relationship between the salesperson and the customer. Future research needs to include additional variables, such as the salesperson's characteristics, the customer's characteristics, the salesperson's attitude or aptitude, the customer's attitude or aptitude, and variables of moderation and/or mediation. In addition, future research needs to investigate any other attributes not related to salesperson, such as the influence of product quality, product design, purchase convenience, brand asset, company's reputation, density of competition, and company's level of ethics on customer performances. Finally, new theories or variables to explain the unexpected results of this research need to emerge.
